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Abstract 
Abstract-Focus on customer satisfaction is one powerful way to service business such as CV.X car repair 
shop. This is because customers definitely feel the direct quality of service when it comes to service 
business. In Kano Method there are 3 requirements to satisfy the customer is must be requirements ie if 
these requirements are not met, then the customer is not satisfied. Second, One dimensional requirements 
is a requirement demanded by customers with explicit. Third, Attractive requirements that if this 
requirement is met then the customer is satisfied, but if not met, the customer is not disappointed. The 
advantages of Kano Methods include helping to categorize customer needs such as basic, performance, 
and excitement. For the result categories on each attribute, among others, must-be as many as 9 attributes 
are attributes R2, R5, Re1, Re3, A3, E1, E2, E3, E4, one dimensional 7 attributes are attributes T3, R3, 
R4, R6 , Re4 A4, and E5, attractive 6 attributes are attributes T1, T2, T4, R1, Re2, A2 and Indefferent 
as much as 1 attribute that is A1. So from the calculation of extent of satisfaction can be concluded that 
the customer is still "Quite Satisfied" with service workshop. This is because the calculation results 
obtained about the average coefficient of satisfaction is at a value of 0.58 which means classified 
satisfaction level "quite satisfied" (0,51 - 0,65). But there is a value of 0.3 which means not satisfied that 
the attribute of mechanic skills and this needs to be repaired because it belongs to Must Be. 
Keywords- Kano, fungsional, disfungsional, Atribut, Must be, One dimensional, 
Attractive, Indefference 
 
1. Introduction  
Car repair shop services lately began to develop along with the convenience provided by the government 
for the public to buy a car on credit. Customer-focused is one of the powerful ways for service businesses 
such as CV.X car repair shop because customers will definitely feel the quality of service directly when 
they come to a service business. In the Kano Method there are 3 requirements to satisfy customers, namely 
must be requirements, which if these requirements are not met, the customer is not satisfied. Both One 
dimensional requirements are explicitly demanded by the customer. Third, Attractive requirements, if 
satisfied by customers, but if they are not satisfied, customers are not disappointed. The Kano method is 
also to find out which categories of service performance can increase customer satisfaction using a car 
repair shop 
2. Research Methodology 
a. Data collection techniques in this study were interviews and questionnaires. 
Interview is a method of collecting data by conducting question and answer sessions 
directly with parties in the agency that has a relationship with the research that we 
do. While the questionnaire is an interpretation of a research variable which is 
described in the form of a statement or question. In this study measured using a 
closed questionnaire regarding the service attributes of a car repair shop divided into 
3 parts, namely: 
b. Part 1 contains general data such as gender, age, last education, occupation, frequency of coming to 
the car repair shop, and purpose of coming to the car repair shop 
c. Section 2 contains an assessment of customer expectations and perceptions of car 
repair shop services 
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Section 3 contains an assessment of the functional and dysfunctional levels (canoe questionnaire) of car 
repair shop services 
A. Kano Method 
The Kano method is a tool used to categorize attributes in the form of products or services based on 
the level of satisfaction generated by each attribute because not all service attributes that we provide 
can meet customer expectations and expectations (Amran and Ekadeputra, 2010). Some of these 
attribute categories include 
1. Attractive 
Consumers will be satisfied with the increase in attribute performance, but the decrease in attribute 
performance will not decrease consumer performance 
2.  One dimensional 
Consumers are satisfied if the attribute performance increases, but consumers will be disappointed if 
the attribute performance decreases 
3.  Must be 
Consumers are disappointed if the attribute performance is low, but consumers will not dramatically 
increase satisfaction if the attribute performance is high 
4.  Indefferent 
The presence or absence of service will not affect customer satisfaction 
 
The Kano questionnaire uses questions. The question consists of negative questions as well as positive 
questions. Positive questions are questions that are closely related to the respondent's reaction when the 
attribute is in the service. While negative questions are questions that are closely related to the respondent's 
reaction when the attribute is not in service (Shen, 1992). 
Table 1. Analysis of the KANO Model 
 
Data analysis using the Kano method was carried out with the following Blauths formula: 
1. If (one dimensional + attractive + must be)> (indifferent + reverse + questionable) then grade 
is obtained from the maximum end of (one dimensional) 
+ attractive + must be) 
If (one dimensional + attractive + must be) <(indifferent + reverse + questionable) then grade is obtained 
from the maximum edge of 
(indifferent + reverse + questionable) 
3.Discussion 
 
The purpose of classifying each of these attributes is to categorize each attribute based on the 
performance of the attributes in satisfying the customer so that with the categorization of these attributes, 
it can be seen which attributes should be prioritized for improvement. CR priority order is obtained based 
on Kano analysis sorted from must-be requirements, one dimensional requirements, and then attractive 
requirements. This sequence is based on what requirements must be met first (Gupta, 2012 in Muthia, H 
2013). 
 
The next stage is grouped based on servqual dimensions and compatibility between attributes. The 
following are 11 attributes obtained from the initial questionnaire distribution which have been grouped 
based on service dimensions and the suitability between attribute 
Table 2 Results of attribute identification by the canoe method. There are 30 consumers taken from the 
entire population. 
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No Kode Atribut Kategori Rank 
1 T1 modern and quality equipment 
 
M 1 
2 T2 spacious, comfortable and clean waiting 
room 
 
M 2 
3 T3 neatly dressed employees 
 
M 3 
4 T4 availability of supporting facilities (toilet, tv) 
 
 
M 4 
5 R1 provide services according to consumer 
demand  
M 5 
6 R2 mechanic's skills 
 
 
M 6 
7 R3 consistent service 
 
M 7 
8 R4 fast and timely service as promised 
 
M 8 
9 R5 the workshop does not make mistakes in 
service 
 
M 9 
10 R6 provide clear information about what 
services 
 
O 10 
11 Re1 the workshop gives information on how long 
we wait to be served 
 
O 11 
12 Re2 Spry Workshop at your service immediately O 12 
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13 Re3 Responsive workshop serving your needs 
 
O 13 
14 Re4 Responsive workshops handle your problems 
 
O 14 
15 A1 the services provided make you trust the 
workshop 
 
O 15 
16 A2 the workshop gives a sense of security in 
serving you 
 
O 16 
17 A3 friendly and polite mechanic at your service 
 
A 17 
18 A4 friendly and polite mechanic at your service 
 
A 18 
19 E1 the workshop gives individual attention when 
serving you 
 
A 19 
20 E2 Workshop operating hours according to your 
needs 
 
A 20 
21 E3 The mechanic speaks politely while serving 
you 
 
A 21 
22 E4 The mechanic gives a good impression on 
you 
 
A 22 
23 E5 Workshop understands your specific needs 
 
I 23 
In the T1 attribute is known (M + O + A) = 27 and (I + R + Q) = 3, then the value (M + O + A) is obtained 
> (I + R + Q). Because it is obtained (M + O + A)> (I + R + Q), then the T1 attribute is included in the 
category (M + O + A) to determine one of the categories in the T1 category, then one of the three categories 
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will be chosen. The attribute that has the greatest value is A = 12. So the attribute T1 is included in category 
A. The calculation is carried out on 23 other categories 
 
Table 4 Results of data Processing by the canoe method 
 
Table 5 canoe category attribute grouping 
No Kode Atribut Kategori Rank 
1 A2 mechanic's skills 
 
M 1 
2 E2 the workshop does not make mistakes in 
service 
 
M 2 
3 T1 the workshop gives information on how long 
we wait to be served 
 
M 3 
4 T2 Responsive workshop serving your needs 
 
M 4 
5 R1 friendly and polite mechanic at your service 
 
M 5 
6 R2 the workshop gives individual attention when 
serving you 
 
M 6 
7 Rp2 Workshop operating hours according to your 
needs 
M 7 
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8 A1 The mechanic speaks politely while serving 
you 
 
M 8 
9 Rp1 The mechanic gives a good impression on 
you 
 
M 9 
10 R3 neatly dressed employees 
 
O 10 
11 E1 consistent service 
 
O 11 
12 E1 fast and timely service as promised 
 
O 12 
13 E1 provide clear information about what 
services 
 
O 13 
14 E1 Responsive workshops handle your problems 
 
O 14 
15 E1 Workshop is able to answer every question 
and your needs 
 
O 15 
16 E1 Workshop understands your specific needs 
 
O 16 
17 E1 modern and quality equipment 
 
A 17 
18 E1 spacious, comfortable and clean waiting 
room 
 
A 18 
19 E1 availability of supporting facilities (toilet, tv) 
 
A 19 
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20 E1 provide services according to consumer 
demand 
 
A 20 
21 E1 Spry Workshop at your service immediately 
 
A 21 
22 E1 the workshop gives a sense of security in 
serving you 
 
A 22 
23 E1 the services provided make you trust the 
workshop 
 
I 23 
The purpose of classifying each of these attributes is to categorize each attribute based on the performance 
of the attributes in satisfying the customer so that with the categorization of these attributes, it can be seen 
which attributes should be prioritized for improvement. CR priority order is obtained based on Kano analysis 
sorted from must-be requirements, one dimensional requirements, and then attractive requirements. This 
sequence is based on what requirements must be met first (Gupta, 2012 in Muthia, H 2013). 
 Calculating the value of ES (Extent of Satisfaction) and ED (Extent of Dissatisfaction) to determine the 
level of satisfaction and the level of dissatisfaction.  
 Table 6 ES Calculation and ED 
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According to Aditiawarman in Amran (2000) the satisfaction level criteria are: 0.00 - 0.34 = dissatisfied, 
0.35 - 0.50 = less satisfied, 0.51 - 0.65 = quite satisfied, 0.66 - 0 , 80 = satisfied, 0.81 - 1.00 = very satisfied. 
So, from the table above the results of the calculation of extent of satisfaction, it can be concluded that the 
customer is still "Quite Satisfied" with the service shop, because based on the calculation results found that 
the average satisfaction coefficient ranges between 0.58 which means that the satisfaction level is "quite 
satisfied" (0 , 51 - 0.65). But there are those who have 0.3, which means they are not satisfied, which is the 
attribute of the mechanic's skill. 
4.Conclusions and recommendations 
According to Aditiawarman in Amran (2000) the satisfaction level criteria are: 0.00 - 0.34 = dissatisfied, 
0.35 - 0.50 = less satisfied, 0.51 - 0.65 = quite satisfied, 0.66 - 0 , 80 = satisfied, 0.81 - 1.00 = very satisfied. 
So, from the table above the results of the calculation of extent of satisfaction, it can be concluded that the 
customer is still "Quite Satisfied" with the service shop, because based on the calculation results found that 
the satisfaction coefficient ranges from 0.58 which means that the level of satisfaction is "quite satisfied" 
(0.51 - 0.65). But there are those who have a value of 0.3, which means they are not satisfied, that is, the 
attribute of the mechanic's skill, the Workshop gives individual attention, the Workshop is responsive to 
serving your needs, etc. This needs to be improved because it belongs to the Must Be category.  
References 
[1] Amran, T.G, & Ekadeputra, P.  2010. Pengukuran Kepuasan Konsumen 
Menggunakan Metode Kano dan Root Cause Analysis (Studi Kasus PLN Tangerang).Jurnal 
Teknik Industri. 2 (2): 160-172 
[2] Muthia, H.D., Arto, P.S., dan Ginting, R., (2013), Integrasi Metode Kano dengan Quality Function 
Deployment Untuk Meningkatkan Mutu Pelayanan Hotel, e-Journal Teknik Industri FT USU, No. 
4, Vol.3, 29-34. 
[3] Shen D. (1992). Developing  and Administering Questionnaires. Center for Quality of 
Management Journal. Vol 2. No 4. Page : 5 – 8. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
